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ABSTRACT
Applicability of Different Emotional Constructs in the Hospitality Industry
by 
Suna Lee
Dr. Stowe Shoemaker, Exam ination Committee Chair 
Associate Professor o f  Hotel Administration 
University o f  Nevada, Las Vegas
This paper investigates the area o f  emotional value by using the critical incident 
study method. Although many studies have investigated the importance o f  emotion in the 
hospitality industry, there has been a paucity o f  research that investigated what drivers or 
incidents make customers experience emotions. The main purpose o f this study is to 
identify the critical incidents that lead to different emotional responses in a hotel setting. 
The specific objectives o f  this research are (a) to identify emotions that customers 
experience during their hotel stays, and (b) to identify critical incidents that lead to these 
emotional experiences. This information can then be given to hospitality executives so 
strategies and tactics can be developed to (a) prevent incidents that cause negative 
emotions and (b) “stage” incidents to develop positive emotions. The research will 
provide a framework not only for understanding meanings o f emotion, but also for 
identifying critical incidents that create emotions.
Ill
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CHAPTER 1
INTRODUCTION
Introduction
Emotion has been studied in m any different areas, sueh as psychology, 
advertising, and hospitality industry. Researches have shown em otion not only as an 
effective tool for marketing (Holbrook & W estwood, 1985; W estbrook & Oliver, I99 I; 
Edwardson, 1998; Phillips & Baum gartner, 2002), but also as a component o f  customer 
loyalty (Baloglu, 1997; Shoemaker & Lewis, 1999; Barsky & Nash, 2002). Although 
there are studies examining relationship between emotion and custom er consumption (or 
emotion and customer loyalty), there are few studies conducted for drivers o f  customer 
emotion in the hotel industry.
This study explores critical incidents that create custom ers’ different emotions in 
a hotel setting. This chapter includes background o f the study, research justification, 
statement o f  the problem, and signifieanee o f the study.
Background o f the Study
There are two main purposes in marketing: attracting new customers and retaining 
existing customers. The first purpose is referred to as conquest marketing, and the 
second is loyalty marketing (Shoemaker & Lewis, 1999). For last decades, loyalty 
m arketing has become a phenomenon in the hospitality industry.
1
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Customer Loyalty
Due to market m aturity and competition, loyalty marketing has been one o f  the 
main concepts in the hospitality industry for the last decade. In academic, there have also 
been many studies showing the importance o f loyal customers (Bowen & Shoemaker, 
1998; Reichheld & Sasser, 1990; Shoemaker & Lewis, 1999). Researchers have stressed 
that loyal customers are not only a source o f money, but also a source o f marketing (e.g., 
word o f  mouth). Loyal customers spend more money and cost less. Reichheld and 
Sasser (1990) found that a 5% increase in customer retention increased profit by 
approximately 25% -I25%  in nine industry groups (auto-service chains, branch deposits, 
credit cards, credit insurance, insurance brokerage, industrial distribution, industrial 
laundries, offiee-building management, and software). The logic behind this is that sales 
marketing costs and transaction costs for repeat customers decline, and therefore revenue 
increases. For these reasons, the hospitality industry, such as hotels and airlines, has 
become interested in developing loyal guests through relationship marketing (Bowen & 
Shoemaker, 1998).
In the hospitality industry, hotel loyalty programs, airline frequent flyers 
programs, and casino players club programs have been developed as new marketing 
strategies, however, those strategies are focused on the frequency o f  purchase, which is a 
behavioral aspect only. True loyalty involves not only behavioral but also 
attitudinal/emotional aspects (Baloglu, 2002). Emotions are important in that they m ay 
drive custom ers’ true loyalty as well as repeat purchase decisions. There are m any 
differences between real loyalty and traditional frequency (Tablet).
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Table 1
Frequency Versus Loyalty
Traditional frequency Real loyalty
Objectives Build traffic, sales, and profits Build sales, profits, and the brand
Offer incentives for repeat 
transactions
Build personal brand relationship
Strategy A segment’s behavior and An individual’s emotional and
profitability rational needs and their value
Tactics Segmented rewards: Customer recognition:
-Transaction status -Individual value, tenure
-Free/discounted product -Preferred access, service
-Collateral product discounts -“Insider information”
-Rewards sueh as miles or points -Tailored offers/ messages
-Value-added upgrades and add-ons -Value-added upgrades and add-ons
-Rewards “m enu” -Emotional “trophy” rewards
Measurement Transactions Individual lifetime value
Sales growth Attitudinal change
Cost structure Emotional responses
N ote. From “Customer Loyalty: The Future o f  Hospitality M arketing,” by Shoemaker & 
Lewis, \999, InternationalJournal o f  Hospitality Management, 75(4), pp. 345-370.
Firms are looking for real loyalty. The question is how to make their customers 
truly loyal. Loyal customers feel emotional attachment to the firms to which they are 
loyal. Emotions become a critical part o f  true loyalty.
Customer Satisfaction 
Tknother main concept in the marketing studies is customer satisfaction. Customer 
satisfaction has been considered one o f  the requirements for customer loyalty. A satisfied 
customer m ay becom e a loyal customer, but not necessarily all satisfied customers
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become loyal (Bowen & Shoemaker, 1998). Determinants o f customer satisfaction have 
been studied for many areas, such as retail services (Oliver, 1993; Spreng, M acKenzie, & 
Olshavsky, 1996), hotels (Choi & Chu, 2001; Dube & Renaghan, 2000; Schall, 2003), 
restaurants (Dube & Renaghan, 1994; Oh, 2002) and even casinos (Lucas, 2003). One o f  
the unsolved questions is, “Is satisfaction an em otion?” The answer for the question has 
not been provided by  anybody yet, but researchers have found that emotions do affect 
customer satisfaction (Barsky & Nash, 2002; 2003; Oliver, 1993).
Customer Emotion
Em otion has been discovered to be an important component o f  customer loyalty 
(Baloglu, 2002; Barsky & Nash, 2002; Shoemaker & Lewis, 1999) as well as an effective 
marketing tool (Edwardson, 1998; Holbrook & W estwood, 1985; Phillips & 
Baumgartner, 2002; W estbrook & Oliver, 1991). In many studies, emotion was 
mentioned as playing an important role in custom er satisfaction as well (M attila & Enz, 
2002; Oliver, 1997).
Emotion plays a central role in the custom er-em ployee relationship (Fox, 2001). 
The hospitality industry provides services (e.g., valet parking, turndown service) as well 
as physical products (e.g., food in a restaurant, shampoo in a hotel room). Emotion may 
occur before, during, or after service delivery. Since customers interact with employees 
in many ways in the hospitality industry (in a restaurant with a waiter, at the eheek-in 
with a front desk agent), emotion may play a decisive role. Positive emotions m ay lead 
to customer satisfaction, which later m ay lead to customer loyalty.
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Research Justification
In the hospitality industry, it is critical to understand custom ers’ emotions because 
there are more interactions involved between customers and employees than in other 
industries. Emotion takes on m onetary worth because custom ers’ emotional displays and 
mood states often influence their future behavioral intentions such as return intent. 
Positive emotions (e.g., being happy, exited, content) add extra value and are essential to 
building strong relationships between customer and brand or firm. On the other hand, 
negative emotions (e.g., being angry, disgusted, fearful) lead to customer complaints, or 
simply not returning to the property (Fox, 2001).
Building an emotion-friendly service culture and maximizing customer 
experiences with empathy are the main strategies that use emotional value in the 
hospitality industry. In Barsky and N ash’s (2002) study, it was shown that evoking 
emotions significantly affected custom er satisfaction and strengthened customer intent to 
return to a hotel and their willingness to recommend a hotel brand to others (word-of- 
mouth). Customers who reported experiencing loyalty emotions seemed to be less price- 
sensitive than those who did not experience those key emotions in connection with their 
hotel stay.
Although researchers are trying to measure emotions, the fundamental question 
has not been answered. W hat kind o f  emotion do customers experience? W hat incidents, 
circumstances, or environments cause customers to experience emotion? Although there 
are studies examining the relationship between emotion and customer satisfaction or 
emotion and customer loyalty, there are few studies that explore the drivers o f  emotion.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Consideration o f  research that shows that emotions impact satisfaction and loyalty is the 
basis for the research questions in this study.
Statement o f  the Problem 
The Primary goal o f  this research is to answer the following question:
“In a hotel setting, which emotions have customers experienced during their 
stays? And what incidents made customers experience this em otion?”
The main objectives o f  this research are the following:
• To identify emotions that customers experience more frequently or less frequently 
during their hotel stays;
• To identify critical incidents that provide emotional experiences to customers; and
• To investigate what management needs to do to create strong positive emotions while 
at the same time m inimizing actions that cause negative emotions.
Significance o f  the Study 
There are both academic and practical significance to this study. The academic 
signifieanee is to provide a framework to understand the drivers o f  emotions that 
customers experience during their hotel stays. In addition, this study will attempt to 
determine critical incidents that create customer emotions. In the future, with the results 
o f  this study, research m ay be conducted to find if  there is a relationship between 
incidents and emotions, incidents and satisfaction, incidents and loyalty, and so on.
The practical signifieanee o f  the study is that management can leam  from this 
study what can be seen as a framework for understanding critical incidents that create
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
positive or negative emotions in its customers. M anagers can encourage employees to 
create positive environments that lead to positive emotions for customers; on the other 
hand, managers can try to remove incidents that cause customers to experience negative 
emotions. As a result, the hotel can provide a better environment and services to its 
customers. Customers can experience better service in their next stay at a hotel.
Understanding these incidents is critical because customers’ previous experiences 
may affect their next purchase decision. Incidents that create positive emotions in 
customers should be recommended, and incidents that create negative emotions should be 
prevented. I f  management fully acknowledged the relationship between critical incidents 
and customer emotions, management would be able to provide better service to its 
customers.
Definition o f  Terms
Customer loyalty is the likelihood o f  a custom er’s returning to a hotel and that 
person’s willingness to behave as a partner to the organization (Bowen & Shoemaker,
1998). It occurs when the customer feels so strongly that you can best meet his or her 
relevant needs that your competition is virtually excluded from the consideration set and 
the customer buys almost exclusively from you (Smith, 1998).
Customer satisfaction is the consum er’s pleasurable fulfillment. That is, the 
consumer senses that consumption fulfills some need, desire, goal, or so forth and that 
this fulfillment is pleasurable. Thus, satisfaction is the consumer’s sense that 
consumption provides outcomes against a standard o f  pleasure versus displeasure (Oliver,
1999).
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Emotion  is a mental state o f readiness that arises from cognitive appraisals o f 
events or thoughts; has a phenomenological tone; is aeeompanied by physiological 
processes; is often expressed physically (e.g., in gestures, posture, facial features); and 
may result in specific actions to affirm or cope with the emotion, depending on its nature 
and m eaning for the person having it (Bagozzi, Gopinath, & Nyer, 1999).
Frequent-flyerprogram s are programs that reward the airline passenger for 
repeated patronage with free mileage credit toward future flights and other awards sueh 
as rental ears and hotel rooms (Lewis & Chambers, 2000).
Lifetim e value o f  a customer is the total value o f  a custom er based on repeat 
purchase and word o f  mouth to others, less costs (Lewis &Chambers, 2000).
Relationship marketing is marketing to protect an existing customer base through 
an ongoing process by creating new value for customers and sharing this over a lifetime 
association. Relationship marketing ensures a loyal base o f  customers (Lewis & 
Chambers, 2000).
Summary
A lthough the importance o f  emotions has been studied in loyalty research, 
custom er satisfaction studies, advertising studies, and so on, the driver o f  customer 
emotion has not been explored. In the hotel industry, customers have to spend a certain 
amount o f  time on a property (e.g., staying at a hotel, taking an airplane, and waiting for 
food in a restaurant) and interact with employees during their stays. Customers may 
experience negative, positive, or both types o f  feelings, and those feelings m ay affect 
their decision when they choose their next stay. Some emotions w ill endure for a long
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time, and some will not. Some emotions affect customer satisfaction, which later may 
lead to customer loyalty.
The purpose o f this study is to identify critical incidents that cause custom ers’ 
different emotions. The information obtained as a result o f  this study will benefit the 
hotel industry. By know ing which incidents cause customers to have positive emotions, 
hotels will be able to provide better services and will try to prevent incidents that create 
negative emotions in customers. The next chapter examines previous research related to 
customer emotions.
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CHAPTER 2
LITERATURE REVIEW  
Introduction
The purpose o f  this chapter is to examine and integrate concepts and research 
findings related to customer emotions. The topics in the literature reviews include basie 
emotion, emotion o f  satisfaction, emotions o f loyalty, emotion in marketing, and 
measurement o f  emotion. A t the end o f the chapter, the emotions selected to be tested in 
this study are introduced. This chapter examines previous studies that support the 
framework for this study.
Basie Emotions
This research has been done for the most part by psychologists. Researchers have 
studied human emotions for a long time. In psychology, there has been an argument 
about whether or not basie emotions (also called prim ary or fundamental emotions) exist. 
Some researchers believe in basic emotions (Ekman, Friesen, & Ellsworth, 1982; Izard, 
I9 7 I; Plutchik, 1980; Tomkins, 1984), whereas others do not (Ortony & Turner, 1990).
Izard (1977) and P lutehik’s (1980) research provides the framework to understand 
basic emotions. Izard (1977) proposed 10 basie emotions: interest, enjoyment, surprise, 
distress (sadness), anger, disgust, contempt, fear, shame or shyness, and guilt, and 
Plutchik (1980) introduced 8 prim ary emotions: fear, anger, joy, sadness, acceptance.
10
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disgust, expectancy, and surprise. Later, Ekman, Friesen, and Ellsworth (1982; 1992) 
suggested that there were six basie emotions: anger, disgust, fear, joy, sadness, and 
surprise. There are other studies done for basie emotions (Table 2).
On the other hand, Ortony and Turner wondered whether all the emotions that 
researchers had studied as basic emotions were emotions. They proposed that “the 
problem is not just that investigators cannot find the basic emotions; we do not even 
have, and probably cannot have, a satisfactory criterion o f  basicness that is generally 
acceptable to emotion theorist (pp. 329).”
Table 2
Basic Emotions
Reference Basie Emotions
Izard (1977) 10 basic emotions: interest, enjoyment, surprise, 
distress (sadness), anger, disgust, contempt, fear, 
shame or shyness, and guilt
Plutchik (1980) 8 prim ary emotions: fear, anger, joy, sadness, 
acceptance, disgust, expectancy, and surprise.
Tomkin (1982) Anger, interest, contempt, disgust, distress, 
fear, joy , shame, surprise
W einer & Graham (1984) Happiness, sadness
Oatley & Johnson-Laird 
(1987) 
F rijda(1986)
Anger, disgust, anxiety, happiness, sadness 
Desire, happiness, interest, surprise, wonder, sorrow
N ote. From “W hat’s Basie About Basic Emotions?” by A. Ortony & T. J. Turner, 1990, 
Psychological Review, 97(3), pp. 315-331.
11
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Emotions in Satisfaction
The question o f  w hether or not satisfaction is an emotion has not been answered. 
Oliver (1997) argued that satisfaction was more o f  a complex cognition-emotion. There 
should be instances in which the satisfaction process is more cognitive and other 
instances in which it is more affective. Nevertheless, many researchers agree that 
emotions affect customer satisfaction.
Nyer (1997) found that post-consumption responses as repurchase intentions, 
word-of-mouth intentions, and other reactions are predicted best by  using measures o f 
satisfaction plus measures o f  other emotions. In a health care study, it was shown that 
positive feelings have the expected effect (satisfaction), but negative feelings do not 
always result in dissatisfaction (Dube & Belanger, 1996). Other studies investigated the 
role o f specific emotions in custom er satisfaction related to service delay (Folkes, 
Koletsky, and Graham, 1987; Taylor, 1994). A  common result from the studies is that 
positive emotion affects customer satisfaction positively and negative emotion affects 
negatively.
In specific, W estbrook and O liver’s (1991) study provided a revealing analysis o f 
satisfaction as correlated with more complex affective experiences in automobile 
ownership. Their findings show three suggested emotional dimensions basie to the 
satisfaction response. These dimensions are hostility (generalized negative affect), 
pleasant surprise (positive affect), and interest (positive affect), all o f  which correlated 
with satisfaction.
Phillips and Baum gartner’s (2002) study was more focused on where the impact 
o f  emotions occurs. The results have shown that the satisfaction response is an
12
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experientially motivated process in which the impact o f  emotions occurs at every step in 
the satisfaction response, from preconsumption to consumption to postconsumption, if  
consumers focus on the emotional outcomes o f  consumption. The study also found that 
positive consumption emotions lead to positive impact, and negative consumption 
emotions lead to a negative impact on satisfaction judgment.
Emotions in Loyalty
Two o f  the main streams in marketing research have been satisfaction and loyalty 
for last decades. Also, researchers have studied the relationship between satisfaction and 
loyalty. Clearly, emotions are involved in all those studies.
Lovaltv Circle
Shoemaker and Lew is’s (1999) study proposes the loyalty triangle, which consists 
o f  three components: the process, value, and database/communication.
Ligure 1 Lovaltv Circle
Process
Exit
Exit
Customer
**Value (Added 
and Recovery)
Customer
Communication
Exit
Fluid
Note. From “The Future o f Pricing in Services,” by S. Shoemaker, 2003, Journal o f  Revenue & Pricing 
Management, 2(3), pp. 271-279.
13
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The process is any interaction between customers and employees, such as, 
reservation calls, valet parking, check-in and check-out procedures, and so on. The 
second component is value creation. It consists o f  two parts; value added and value 
recovery. Value added includes benefits that firms offer to repeat customers, such as 
providing upgraded rooms, free cookies, free bottles o f water in the room, and so on. 
Value-recovery is needed when a firm makes a mistake, for instance, missing a wakeup 
call, a dirty bathroom, and so on. The firms m ust resolve the problem in order to 
decrease the cost associated with service failure. The firm can provide amendments or 
compensations as a tool o f value recovery. The last function o f the loyalty triangle is 
database and communication. It involves all areas o f  how a hotel communicates with its 
customers. Communication enables the hotel to keep track o f customer preferences, so 
that the hotel can provide customized services to them. The hotel also is able to estimate 
the custom er’s value by calculating their frequency and expenditures. Later, Shoemaker 
(2003) developed the loyalty circle (Figure 1) from the loyalty triangle.
Emotion may occur in all three components, process, value, and communication. 
The critical part is that anytime a custom er wants to exit in the circle, he/she can. 
Emotion may keep the customer in the circle, or make him/her exit from it.
As shown on the loyalty circle, the value, one o f  the components, plays an 
important role in creating custom er loyalty. I f  hotels knew what customers really want 
and value, hotels would be able to provide better services. In the book. M arketing  
Leadership in Hospitality (Lewis and Chambers, 2002), relationship marketing was 
described as “creating customer value and long-term relationships. It is not about 
databases or travel frequency programs, which m ay enhance it but do not create value’’
14
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(p. 49). Six types o f  value have been proposed by Shoemaker and Lewis (1999): 
financial (discounts); temporal (express check-in/out); functional (check cashing, Internet 
available); experiential (upgrades); emotional (recognizing customers, providing pleasant 
experiences/services); and social value (interpersonal link with a service provider). 
Among those, emotion plays an important role in value creation, which perhaps leads to 
customer loyalty.
Emotion and Lovaltv Emotion
In the study o f  the relationship between emotion and satisfaction and between 
satisfaction and loyalty, Bloemer and Ruyter (1999) examined the effect o f  satisfaction 
and positive emotions in m any service settings that differ in level o f involvement, and the 
research results show that the relationship between satisfaction and loyalty with respect to 
extended services was moderated by positive emotions in the case o f  high involvement 
service settings.
Griffin (1995) and Baloglu (2002) have shown that there are two critical factors 
related to loyalty: an emotional attachment and repeat purchase. Depending on the level 
o f  emotional attachment and the frequency o f  purchase o f  products or services, there are 
four loyalty levels: premium (true) loyalty, latent loyalty, inertia (spurious) loyalty, and 
no loyalty.
Baloglu’s (2002) is one o f  the loyalty studies conducted in the casino industry.
He classified loyalty into four archetypes: The first is true or high loyalty, characterized 
by strong attitudinal attachment coupled with high repeat patronage. A customer is said 
to be latently loyal to a brand if  he or she holds a strong attitudinal commitment yet lacks 
the high patronage level. An artificial or spurious customer is one who, despite frequent
15
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purchases, holds no emotional attachment to the brand. Last, the low- or no-loyalty 
group exhibits weak levels o f  both attachment and repeat patronage. Baloglu assessed 
the two key dimensions o f  loyalty as consisting o f  behavioral variables and an attitudinal 
variable. Behavioral variables in this study include hours spent in the casino, proportion 
o f  visits, weekly casino visits, and weekly visits to a casino to which players feel loyal. 
The attitudinal variable, on the other hand, is emotional commitment to trust. In his 
model, these two key factors have been shown by using two dimensions. Every firm 
desires its customers to be in the True Loyalty category, which means high emotional 
attachment and frequent repeat purchase (Figure 2). Baloglu’s (2002) study stresses that 
customer motivations for maintaining relationships with service providers fall into two 
groups: constraint-based (they “have” to stay in the relationship) and dedication-based 
(they “w ant” to stay in the relationship). It is key that managers understand the 
difference between attitudinal loyalty and behavioral loyalty if  they are to distinguish 
those loyal to the brand and those who may be loyal to the reward program.
Figure 2 Lovaltv segments based on attitude and behavior
Low
Attitude
High
CJ
.  sc
Spurious
Loyalty
True ' i f  
Loyalty
«Xa
ÇÙ Low Latent
1
Loyalty Loyalty
Note. From “Dimensions o f  Customer Loyalty; Separating Friends from Well Wishers”, by S. Baloglu, 
2002, Cornell Hotel and Restaurant Administration Quarterly, 43 (1), pp. 47-59
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Barlow and M aul (2000) also state that emotions play a central role in the 
customer -em ployee interaction. Feelings take on monetary worth because custom ers’ 
emotional displays and mood states often influence their future behavioral intentions such 
as intent to return and word o f mouth.
M easuring o f  Emotions
One o f  the studies in measuring emotion is R ussell’s (1978; 1980) study. He 
developed the PAT (pleasure-arousal theory), and it was designed not to capture the 
entire domain o f  emotional experience but rather to measure emotional responses to 
environmental stimuli such as two dimensional circular spaces. He has suggested that 
pleasantness/unpleasantness and arousal/quietude were two prim ary dimensions. His 
scale has been criticized by researchers because everyday emotions such as love, hate, 
and relief were not included in the model.
R ichins’s (1997) study reviewed the emotion measures used in consumer research 
and identified an appropriate set o f  consumption emotion descriptors (the consumption 
emotion set). He reported a set o f  descriptors that represented the range o f  emotions 
consumers most frequently experienced in consumption situations (automobile, 
recreational, and sentimental). One o f the results was that automobiles would involve 
both positive and negative emotions to a greater extent than the other consumption 
situations.
In the service encounter, Edwardson (1998) found the 10 most-recalled emotions; 
feeling o f  being angry, happy, frustrated, annoyed, disappointed, satisfied, impatient, 
relaxed, excited, and irritated. He started his research with developing em otional profiles
17
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in three different service areas including retailing clothing, hospitality, and banking. 
Some emotions that customers experienced in different service encounters were unique 
(e.g., relaxed in hospitality, trusting in banking). Table 3 shows the Emotional Profiles 
by Edwardson ( 1998).
Edwardson then made an analysis o f  the percentage o f positive and negative 
emotions associated with each level o f  a 7-point satisfaction scale from 1 (not at all 
satisfied) to 7 (very satisfied). It showed that even if  customers were very satisfied (point 
7), 24% o f emotions customers experienced were negative.
Table 3
Emotion Profiles
Retail Clothing Hospitality Bank
Positive Emotion Happy, grateful, 
relieved, satisfied, 
excited, content
Happy, welcome, 
excited, warm, 
content, relaxed, 
anticipation
Trusting, surprised, 
encouraged, curious, 
happy
Negative Emotion Angry, irritated, 
impatient, annoyed, 
embarrassed, 
indignant, 
disappointed
Angry, disappointed, 
impatient, 
embarrassed, 
frustrated, annoyed
Angry, powerless, 
anxious, nervous, 
frustrated
N ote. From “M easuring consumer emotions in service encounters; an exploratory 
analysis,” by Edwardson, 1998, Australasian Journal o f  Market Research, 6(2), pp. 34- 
48.
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In research to measure how emotions affect customer satisfaction and loyalty in 
the hotel industry, Bar sky and N ash’s (2002) study is outstanding. Sixteen emotions 
(comfortable, content, elegant, entertained, excited, extravagant, hip or cool, important, 
inspired, pampered, practical, relaxed, respected, secure, sophisticated, and welcomed) 
were selected for the study, the so-called M arket M etrix Hotel Emotions Scale. Emotions 
have been tested on U.S. hotel customers in five segments (economy, mid-price, upscale, 
luxury, and extended stay). Respondents were asked to answer which emotions are more 
im portant than others when they choose a hotel. Among 16 emotions, three top-ranked 
emotions in each segment are called loyalty emotions in that segment. The results show 
that evoking the loyalty emotions significantly strengthens custom ers’ intent to return to a 
hotel and their willingness to recommend a hotel brand to others. Guests who had 
reported experiencing the loyalty emotions seemed to be less price-sensitive than those 
who had not experienced those key emotions in connection with their hotel stays.
Role o f Emotions in M arketing 
The emotions displayed by customers become an important indicator o f  how the 
overall service experience is going and gives an employee a clear view o f  how the 
custom er is likely to assess his or her performance. A custom er’s displayed emotions 
m ight be one o f  those discriminating cues that enable contact employees to enhance their 
own performance (M attila & Enz, 2002)
In the study o f  advertising, the role o f  emotions has been examined (Edell & 
Burke, 1987, 1989; Holbrook & Batra, 1987). For understanding the role o f  emotions in 
advertising, Edell and Burke’s (1987) study found that negative as well as positive
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emotions occur during television commercials; both emotions are important indicators o f 
the ad’s effectiveness; and emotions affect the brand’s attributes and attitude toward the 
brand.
The role o f  emotions in marketing is well summarized by Bagozzi et al. (1999).
Em otions are ubiquitous throughout marketing. They influence information
processing, mediate responses to persuasive appeals, measure the effects o f  
marketing stimuli, initiate goal setting, enact goal-directed behaviors, and serve as 
ends and measures o f consumer welfare (p. 202).
Emotional Words
Some researchers have proposed basic emotions (Izard, 1971; Plutchik, 1980); 
some researchers have studied the importance o f  emotion in marketing (Mano & Oliver, 
1993; M attila & Enz, 2002; Phillips & Baumgartner, 2002; W estbrook & Oliver, 1991); 
and some researchers have measured emotions (Barsky & Nash, 2002; Edwardson, 1998; 
Richins, 1997). Table 4 presents emotional words that have been studied by different 
researchers. In summary, emotional words that have been mentioned or measured are 
listed below. These are not all the research about emotional words, but what this study 
found important.
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Table 4
Emotional Words
Authors Emotional W ords
Barsky & Nash 
(2002)
Comfortable, content, elegant, entertained, excited, extravagant, hit 
(or cool), important, inspired, pampered, practical, relaxed, 
respected, secure, sophisticated, and welcome
Phillips & 
Baumgartner 
(2002)
Active, calm, alive, peaceful, cheerful, warmhearted, delighted, 
happy, joyous, relaxed, lighthearted, at rest, pleased, stimulated, 
excited, critical, depressed, disgusted, offended, skeptical, sad, 
upset, and distress (23 items from Edell & Burke)
Edwardson (1998) 10 M ost Recalled Emotions in Service Encounters—Angry, happy, 
frustrated, annoyed, disappointment, satisfied, impatient, relaxed, 
excited, and irritated
Richins (1997) Excitement, joy, pride, contentment, optimism, relief, peacefulness, 
love, romantic love, loneliness, envy, guilt, fear, shame, sadness, 
worry, discontent, anger, surprise, eagerness (20 items)
Burke & Edell 
(1987,1989)
Feelings— Active, affectionate, alive, amused, attentive, attractive, 
bored, calm, carefree, cheerful, concerned, confident, contemplative, 
convinced, creative, critical, defiant, delighted, depressed, disgusted, 
disinterested, dubious, dull, elated, em otional, energetic, happy, 
hopeful humorous, independent, industrious, inspired, interested, 
joyous, kind, lazy, lighthearted, lonely, moved, offended, patriotic, 
peaceful, pensive, playful, pleased, proud, regretful, sad, satisfied, 
sentimental, silly, skeptical, stimulated, strong, suspicious, and 
warmhearted (56 feelings)
Frijda(1986) Emotional Experience— Joy, distress, desire, interest, grief, sorrow, 
fear, hope, anger, challenge, boredom, satisfaction, contentment, 
security, relief, anxiety, disappointment, despair, hate, frustration, 
guilt, contempt, resignation, love, admiration, pride, disgust, self- 
hatred, depression, bliss, indignation
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Table 4 (Continued) 
Emotional Words
Holbrook & 
W estwood (1985)
Friendly, aggressive, disgusting, puzzling, informative, gloomy, 
annoying, happy, irritating, helpful, affectionate, funny, sexy, 
unpleasant, threatening, unusual, intelligent, cheerful, confusing, 
frightening, sad, delightful, exciting, offensive, insulting, surprising, 
meaningful, sincere, intimidating, instructive, silly, interesting, 
trustworthy, sensible, depressing, cold, nostalgic, touching, 
deceptive, boring (40 items)
Russell (1980) Happy, delighted, excited, astonished, aroused, tense, alarmed, 
angry, afraid, annoyed, distressed, frustrated, miserable, sad, 
gloomy, depressed, bored, droopy, tired, sleepy, calm, relaxed, 
satisfied, at ease, content, serene, glad, pleased (28 items)
Plutchik (1980) 8 Primary Emotions— Fear, anger, joy, sadness, acceptance, disgust, 
expectancy, and surprise
Izard (1977) Interest, enjoyment, surprise, distress (sadness), anger, disgust, 
contempt, fear, shame/shyness, and guilt
Among the studies listed, most mentioned emotional words are; angry, bored, 
content, depressed, disgusted, distressed, excited, guilty, happy, interested, sad, secure, 
and surprised. From the hospitality studies, relaxed and welcomed are selected 
additionally. These fifteen emotional words are chosen to be tested in this study. The 
next chapter discusses how the emotional words are tested, focusing on the m ethodology 
and research process. Appendix provides the selection procedure o f  15 emotional words 
in detail.
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Summary
There has been an argument about the existence o f  basic emotions. W hether or 
not they are basic, we all agree that we, as hum an beings, experience emotions every day. 
Some researchers studied the effect o f certain emotions in different areas, such as hotel, 
retail, banking, and so on. Although there have been numerous studies conducted for 
consumption emotions, including loyalty related studies and satisfaction related studies, 
and for measuring these emotions, there have been few approaches to discover what 
makes people feel the emotions. In this study, w e focus on emotions that hotel customers 
experience during their stays and critical incidents that lead to the emotions. In order to 
find what emotions should be researched, previous researchers’ works were introduced in 
this chapter. Based on their work, the study came up with 15 different emotional states 
were chosen for study: angry, bored, content, depressed, disgusted, distressed, excited, 
happy, interested, relaxed, sad, secure, surprised, and welcomed. Participants o f  the 
study were asked what incidents led to the emotions. In the next chapter, detailed 
methodological procedures are presented.
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CHAPTER 3
M ETHODOLOGY
Introduction
This chapter prim arily discusses the methodology, including the research design 
and the research process. The survey method, questionnaire design, sampling, data 
collection procedure, and data analysis are discussed in detail in this chapter.
Research Design
As mentioned earlier, the prim ary goal for this study is to investigate the critical 
incidents that cause customer emotions in a hotel setting. As a result o f  the literature 
review, fifteen emotions were selected for testing. The methodological strategy o f  this 
study was grounded in the critical incident technique (GIT). The critical incident 
technique was defined by Flanagan (1954) as
consisting o f  a set o f  procedures for collecting direct observations o f  human 
behavior in such a way as to facilitate their potential usefulness in solving 
practical problems and developing broad psychological principles. The critical 
incident technique outlines procedures for collecting observed incidents having 
special significance in and meeting systematically defined criteria. In order to 
achieve the goal, qualitative research method is applied (p. 327).
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The CIT obtains stories from customers or employees about satisfying and 
unsatisfying service encounters they have experienced (Zeithaml & Bitner, 1996). CIT 
can be used for both qualitative and quantitative research, and in this case, qualitative. 
Zikmund (2003) stated that
qualitative research provides greater understanding o f a concept or crystallizes a 
problem, rather than providing precise measurement or quantification. The focus 
o f qualitative research is not on numbers but on words and observations: stories, 
visual portrayals, meaningful characterizations, interpretations, and other 
expressive descriptions ( p . I l l )
This study attempted to discover incidents that triggered custom ers’ emotions; 
therefore, it is qualitative research applying CIT. The research instrument for this study, 
the interceptive interview, is discussed in the next section.
M ethod
Again, the main purpose o f the study is to understand the critical incidents that 
cause customer emotions. The research method used to achieve the goal is intercept 
interviews with customers in a hotel. The main advantages o f personal interviews are 
that there is an opportunity for clarification if  respondents do not understand research 
questions and item non-response is less likely to occur using this method. However, the 
costs associated with the interviews are higher than with mail, Internet, and telephone 
surveys, and there is a lack o f  anonymity o f  respondents. Especially for the intercept 
interview, incidence o f  refusal is high, and interviewer bias can occur (Zikmund, 2003). 
In this research process, since there were several interviewers working in multiple areas.
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there was no attempt to count non-responses or contact non-respondents. This is 
discussed as one o f  the limitation in this study in chapter 5.
Rather than writing down responses, the interviews are tape-recorded to save time 
for both subjects and interviewers. After the interview, each respondent is requested to 
complete a short survey that includes his or her demographic information, frequency o f 
visitation, and the purpose o f  the trip.
Sampling
In this study, the population for the research was hotel customers. However, 
segmentation was utilized. According to the Cornell University Center for Hospitality 
Research in alliance with Smith Travel Research, there are five segments o f  hotels: 
luxury, upscale, mid-price, economy, and budget. In addition, M obil has a star rating 
system (one to five), whereas AAA has diamond-rating system (one to five). In this 
research, the luxury hotel segment (four or five-star) rated by Mobil was selected to 
access the sample population.
The sampling method in this research was convenience. Convenience sampling is 
defined as the sampling procedure used to obtain those units or people m ost conveniently 
available (Zikmund, 2003). In Las Vegas, there are three four-star hotels (The Venetian 
Resort, Four Seasons, and Bellagio) and no five-star hotels. Because the study used the 
sample in the area, it is fair to say that the convenience sampling method was chosen.
The Venetian Resort approved the intercept interview at its property; the sample was 
collected on the Venetian Resort property only.
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Interview Protocol and Questionnaire Design 
The questionnaire was designed to facilitate participants to answer the following 
open-ended question: “What emotions, out o f  15 emotional words given {angry, bored, 
content, depressed, disgusted, distressed, excited, guilty, happy/joyous, interested, 
relaxed, sad/sorrow, secure, surprised, and welcomed), have you experienced during 
your hotel stays? And what incidents made you experience the emotion?” Fifteen 
emotional words were chosen from the literature review. Participants were to answer 
only five emotions o f the fifteen emotions and describe what incidents made them 
experience the emotion.
Because it is impossible for customers to accurately recall 15 emotions, an 
incomplete block design was used in this research. The incomplete block design allows 
customers to recall a subset o f  emotions while ensuring that each o f  the 15 emotions is 
recalled an equal num ber o f  times. Each person was asked about five different emotions 
that were randomly selected by the design. For emotions that respondents answered as 
experienced, specific incidents that bought about that emotion were requested. All the 
questions and answers were tape recorded for tabulation and coding.
The incomplete block design assures that responses can be collected (Shoemaker, 
1996). More important, the incomplete block design ensures that the emotions are 
balanced with respect to each other so that no biases are introduced.
Random numbers (five emotions out o f  fifteen emotions) generated 42 forms o f 
the questionnaire. One completed set (42 forms) includes 14 incidents for each emotion. 
Approximately 100 participants were to be collected for each emotion, so the design 
needed seven sets (14 x 7), therefore 294 (42 x 7) respondents were required. A total o f
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294 interviews were conducted for the requirement o f  this research design at this time. 
Table 5 and 6 show how each questionnaire includes five emotions and what the five 
emotions for each questionnaire were.
Table 5
Fifteen Emotional Words
1 angry 6 distressed 11 relaxed
2 bored 7 excited 12 sad/sorrow
3 content 8 guilty 13 secure
4 depressed 9 happy/joyous 14 surprised
5 disgusted 10 interested 15 welcomed
Table 6
Questiormaire Design Using Incomplete Block Design
Survey no. Emotion 1 Emotion 2 Emotion 3 Emotion 4 Emotion 5
1 1,2,3,8,15 angry bored content guilty welcomed
2 1,2,5,10,12 angry bored disgusted interested sad/sorrow
3 1,2,5,11,13 angry bored disgusted relaxed secure
4 1,2,7,14,15 angry bored excited surprised welcomed
5 1,3,4,7,13 angry content depressed excited secure
6 1,3,5,6,9 angry content disgusted distressed happy
7 1,3,6,7,10 angry content distressed excited interested
8 1,4,5,8,13 angry depressed disgusted guilty secure
9 1,4,9,11,14 angry depressed happy relaxed surprised
10 1,4,10,12,14 angry depressed interested sad/sorrow surprised
11 1,6,8,11,12 angry distressed guilty relaxed sad/sorrow
12 1,6,13,14,15 angry distressed secure surprised welcomed
13 1,7,9,11,12, angry excited happy relaxed sad/sorrow
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Table 6 (Continued)
Questionnaire Design Using Incomplete Block Design
14 1,8,9,10,15 angry guilty happy interested welcomed
15 2,3,4,9,15 bored content depressed happy welcomed
16 2,3,6,11,13 bored content distressed relaxed secure
17 2,3,6,12,14 bored content distressed sad/sorrow surprised
18 2,4,5,8,14 bored depressed disgusted guilty surprised
19 2,4,6,7,10 bored depressed distressed excited interested
20 2,4,7,8,11 bored depressed excited guilty relaxed
21 2,5,6,9,14 bored disgusted distressed happy surprised
22 2,7,9,12,13 bored excited happy sad/sorrow secure
23 2,8,10,12,13 bored guilty interested sad/sorrow secure
24 2,9,10,11,15 bored happy interested relaxed welcomed
25 3,4,5,10,15 content depressed disgusted interested welcomed
26 3,4,7,12,14 content depressed excited sad/sorrow surprised
27 3,5,7,8,11 content disgusted excited guilty relaxed
28 3,5,8,9,12 content disgusted guilty happy sad/sorrow
29 3,8,10,13,14 content guilty interested secure surprised
30 3,9,11,13,14 content happy relaxed secure surprised
31 3,10,11,12,15 content interested relaxed sad/sorrow welcomed
32 4,5,6,11,15 depressed disgusted distressed relaxed welcomed
33 4,6,8,9,12 depressed distressed guilty happy sad/sorrow
34 4,6,9,10,13 depressed distressed happy interested secure
35 4,11,12,13,15 depressed relaxed sad/sorrow secure welcomed
36 5,6,7,12,15 disgusted distressed excited sad/sorrow welcomed
37 5,7,9,10,13 disgusted excited happy interested secure
38 5,7,10,11,14 disgusted excited interested relaxed surprised
39 5,12,13,14,15 disgusted sad/sorrow secure surprised welcomed
40 6,7,8,13,15 distressed excited guilty secure welcomed
41 6,8,10,11,14 distressed guilty interested relaxed surprised
42 7,8,9,14,15 excited guilty happy surprised welcomed
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As the last part o f interview, a short survey collected participants’ information. It 
included demographic information, such as gender and age, frequency o f  visitation to the 
hotel and to Las Vegas, and the purpose o f  the trip. Along with the questionnaires, 
informed consent was provided to help participants understand the purpose o f  research, 
procedures, and benefits even before the interview started. The questionnaire and 
informed consent are attached at the end o f  the paper (see APPENDIX A).
Data Collection
After the questionnaire was constructed and the official approval from the 
Venetian Resort and the human subject research approval were obtained, interviews were 
conducted at the Venetian Resort in Las Vegas from April 1st through April 5th, 2004. 
Interviewers w ere graduate students from the University o f  Nevada Las Vegas. An 
orientation was held to recruit interviewers and interview guidelines w ere also provided 
to interviewers in advance o f the interviews. Requirements for participants were that he 
or she had to be staying or had to have stayed at the Venetian Resort, and that he or she 
had to spend at least one night on the property. Each interview took 5 to 10 minutes, 
depending on the length o f the responses, and it was tape-recorded. Along with the 
interview, all respondents were asked to complete a short survey on additional issues o f 
interest to the study. It took an additional a few minutes. Participation in the interview 
was voluntary, and personal information gathered from respondents was guaranteed to be 
confidential. As a result, 294 interviews were completed.
Reliability and validity issues are discussed in the next chapter.
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Data Analysis
In order to analyze the data gathered from the 294 interviews, the content analysis 
method was chosen. Content analysis deals with the study o f the message itself. Thus 
content analysis is “a research technique for the objective, systematic, and quantitative 
description o f  the manifest content o f  communication” (Berelson, 1952, p. 55). It obtains 
data by observing and analyzing the content or message o f  advertisements, union 
contracts, reports, letters, and the like (Zikmund, 2003, p. 248)
The critical incident technique is essentially a classification technique employing 
content analysis o f  stories or “critical incidents.” As a research method, CIT shares the 
advantages and disadvantages (Table 7) generally attributed to content analysis.
The second part o f  the survey, including participants’ demographic information, 
frequency o f visitation to luxury hotels and Las Vegas, and purpose o f  the trip, was coded 
into the Statistical Package for the Social Sciences (SPSS) using descriptive statistics.
Table 7
Advantages and Disadvantages o f  CIT Employing Content Analvsis
Advantages
Disadvantage
Its capacity to provide accurate and consistent interpretations o f 
people’s accounts o f  events without depriving these accounts o f 
their pow er or eloquence.
CIT and content analysis utilize both qualitative and quantitative 
exam ination o f  communications.
Issues o f  reliability and validity o f  the categories. Reliability and 
validity problem s m ay arise as a result o f  the ambiguity o f word 
meanings, category labels, and coding rules in a particular study.
Note. From “The Service Encounter; D iagnosing Favorable and Unfavorable Incidents,’ 
by Bitner, Booms, & Tetreault, 1990, Journal o f  Marketing, 54{\), pp. 71-84.
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Summary
Critical incident technique was the main methodological framework used in this 
study. Using incomplete block design, 42 versions o f  the interview protocol were 
developed, and intercept interview, as a main research instrument, was conducted. The 
population o f  the study was hotel customers and customers o f  luxury hotels w ere selected 
as the sample frame. Actual sample was taken from the Venetian Resort alone, which is 
one o f three four star hotels in the Las Vegas area. Convenience sampling was applied to 
gather a large num ber o f  completed questiormaires quickly and economically. Data 
collection was conducted at the Venetian Resort in Las Vegas, from April 1st through 
April 5th, 2004, by  trained interviewers from UNLV. As a result, a total o f  294 
interviews was obtained. The results from analyzing the data via content analysis are 
discussed in the next chapter.
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CHAPTER 4
ANALYSIS AND RESULTS 
Introduction
The previous chapter covered the methodology used to investigate the research 
questions. In this chapter, the results o f the interviews are discussed. It includes the 
critical incidents that w ere mentioned by participants for each emotion as well as the 
descriptive statistics o f  the participants. Short survey answers were coded into SPSS for 
descriptive statistics analysis, whereas critical incidents were obtained individually by 
listening to the interview tapes.
Demographics o f  the Participants
A total o f 296 people participated in the interview process, and all the 
conversations were recorded. All interviews were usable, which attained the goal number 
(approximately 100 people were asked about each emotion).
A demographic profile o f  the participants is summarized in Table 8, which 
indicates that two thirds (67.3%, n = 198) o f  the respondents were male, versus 32.7 % (n 
= 96) female. With regard to the age distribution, participants in the age category o f  30 
to 59 years represent approxim ately three fourths (74.2%, « =  218) o f  the sample, and the 
mean age was 44.02. There was not much difference in the purpose o f  trip, which 
showed 43.9% for pleasure, 33.3% for business, and 22.8% for both (Table 8).
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Other personal variables that indicate the num ber o f luxury hotel stays per year 
and average length o f  stay in a luxury hotel are summarized in Table 9. M ost o f  the 
participants stay in a luxury hotel at least once a year and more than half (57.2%) o f  the 
participants stay one to four times a year. The m ode o f  average length o f luxury hotel 
stay is three nights (37.1%), and two to four nights made up more than three quarters o f 
the answers (81.4%).
For the questions that asked the number o f  previous trips to Las Vegas in the last 
5 years and the last 12 months, the data for responses are shown in Table 10. First time 
visitors (since April, 1999) comprise 16% o f the participants, but 23.1% are frequent 
visitors (more than 10 times in the last 5 years). The mean values o f frequency o f 
visitation are 6.9 times in the last 5 years and 2.6 tim es in the last 12 months.
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Table 8
Demograohic Information o f  Respondents fN = 2941
Demographic Frequency (n) %
Gender
Male 198 67.3
Female 96 32.7
Missing 0 0.0
Total 294 100.0
Age
21 to 29 36 12.2
30 to 39 79 26.9
40 to 49 74 25.2
50 to 59 65 22.1
60 to 69 24 8.2
70 or older 10 3.4
Total 288 288
Missing 6 2.0
Total 294 100.0
Purpose o f  the trip
Business 98 33.3
Pleasure 129 43.9
Both 67 22.8
Total 294 100.0
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Table 9
Luxury Hotel Stays Per Year and Length o f  Stay in Luxury Hotels
Luxury hotel stays Frequency (n) %
Number o f  stays per year
0 times 1 0.3
1 to 4 times 168 57.2
5 to 8 times 72 24.5
9 to 12 times 21 7.1
13 or more times 32 10.9
Total 294 100.0
Missing 0 0.0
Total 294 100.0
Number o f nights per stay
Zero 1 0.3
One 6 2.1
Two 59 20.0
Three 109 37.1
Four 71 24.2
Five or more 48 16.3
Total 294 100.0
Missing 0 0.0
Total 294 100.0
36
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Table 10
N um ber o f Trips to Las Vegas in Past 5 Years and in Last 12 M onths
Frequency %
N um ber o f  trips (5 years)
0 time 47 16.0
1 to 3 times 96 32.7
4 to 6 times 59 20.1
7 to 9 times 13 4.4
10 to 12 times 23 7.8
13 or more times 45 15.3
Total 283 96.3
M issing 11 3.7
Total 294 100.0
N um ber o f trips (12 months)
0 time 84 28.6
1 to 3 times 167 56.8
4 to 6 times 28 9.5
7 to 9 times 3 1.0
10 to 12 times 4 1.4
13 times or more 4 1.4
Total 290 98.6
M issing 4 1.4
Total 294 100.0
Critical Incidents by Service Components and Emotions 
A Total o f  695 people (out o f 1,470: 98 questions x 15 emotions) answered that 
they experienced the emotions. Tape-recorded interviews were written and sorted by 
similar categories. Figure 3 shows the incidents sorting process.
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Figure 3 Incident Sorting Process
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Physical Product
Service Product
Service Environ.
Service Delivery
The concept applied in this study to classify incidents is Rust and O liver’s (1993) 
four components o f  a service: physical product, service product, service environment, and 
service delivery. The physical product is the tangible components o f  the service, for 
example, furniture in a hotel room, shampoo in a bathroom, and so on. The service 
product consists o f  the core services purchased by the customers. It involves interactions 
with employees. Examples are the checking-in and checking-out procedures, valet 
parking service, wake-up call settings, and so forth. The third component o f  service is 
the service environment. It is also called servicescape. Servicescape is defined as “the 
w ay the physical setting is created in organizations (Becker, 19 8 1, p. 130).” Three 
distinct elements comprise the service environment: the ambient conditions (lighting and 
background music), the spatial layout (creating a feeling o f excitement), and the signs
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and symbols (Bitner, 1992). The fourth component o f  service is service delivery. It is 
what happens when a customer actually purchases the service. The hotel customer may 
not receive a wake-up call. A guest may end up w ith smoking with two double size beds, 
instead o f  the nonsmoking room and king size bed he or she reserved.
Based on the four components o f service, incidents were divided and discussed.
Positive Emotions
Positive descriptions o f emotions in this study include content, excited, happy, 
interested, relaxed, secure, and welcomed. Positive emotions were experienced by 
respondents much more than negative emotions (76.2% versus 16.8%). The sample was 
taken in a luxury segment hotel, and the hotel was supposed to have better facilities and 
provide better service than economy or mid-price hotels do.
Incidents related to positive emotions were divided into the four components o f 
service. Each emotion has different incidents, but sometimes the same incident made 
customers feel multiple emotions. For example, a spacious room might make a customer 
feel happy and at the same time content and relaxed. Tables 11 through 14 summarize 
incidents obtained from the interviews that resulted in positive emotions. In addition, 
incidents that had nothing to do with the hotel (e.g., weather related, personal reason—  
honeymoon) are also summarized in Table 15. Because there was an enormous amount 
o f  information gathered from the interviews, a few o f the most frequently mentioned 
incidents are listed in the Tables.
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Table 11
Positive Emotional Incidents from Physical Product
Physical Product Incidents
Content
Excited
Happy
Interested
Relaxed
Secure
Welcomed
Room
-  Size; Bed; Bathroom; 3 TVs & 2 Bathrooms; Air- 
conditioning; Bathtub
-  “Every room is a suite,”
-  “I like the room setup. I like the sitting area, and on the desk, 
fax and extra things, I can easily hook up the email, etc”
Food (& restaurants)
Architecture and décor (physical appearance)
W ater theme and gondola /  Pool 
Physical appearance o f the hotel
-  Physical appearance o f  the hotel; Size o f  the hotel; (3)
-  Beautiful luxurious décor, ceilings, lobby, pictures, art, etc. 
Quality o f  Room “Bathroom, shower, 2wo TVs”
Good food and restaurants 
Canal Shops
Room (spacious, 2 TVs)
Size o f  the hotel 
Great furniture 
Room
-  The room itself (10); Size o f  the room (9); Quiet (4); Bed 
(4); D écor o f  the room (3); Just being in my room (2); Bath 
(2); Comfortable (2); N ice linens (I); N ice temperature (I); 
Feeling secure (1)
Pool/ Flowers all around the hotel
Video cameras
The size o f  the hotel
Door locks itself
Room (roomy & spacious)
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In Table I I ,  custom ers’ positive emotional incidents by physical product are 
listed. Among those, room was most mentioned and customers at the Venetian Resort 
felt very positively about physical appearance o f  the hotel as well. Particularly the size o f 
the room (all rooms in the Venetian are suites) satisfied its customers.
Table 12 shows service products that make respondents experience positive 
emotions. Friendly staff (also responsible and helpful) was one o f  the popular answers 
for this category and different aspects or services the hotel provide (e.g., shops, 
restaurants, and museum) was another.
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Table 12
Positive Em otional Incidents from Service Product
Service Product Incidents
Content
Excited
Happy
Interested
Relaxed
Secure
W elcomed
Friendly helpful responsive staff (housekeeping, check in, bell 
desk)
Smooth check-in procedure 
Hotel facilities
-  Restaurants; Spa; Pool; Museum; Shows and entertainment; 
Gondola & Canal; Club; Shops
Staff “nice, pleasant, helpful, courteous, friendly”
Performers (singers)
Different aspects o f  the hotel
-  Different aspects o f  the hotel; M any things to do/ things to 
see and places to go; Shops; Museum; Shows; Restaurants; 
Gondola; Pool; Gym; Gallery
Spa service— professional and friendly 
Friendly staff
Security check at the elevator
General Security (including many security persons and security 
check at the front before parking and different locations 
Staff
-  “Nice, pleasant, helpful, friendly, courteous, warm, polite, 
professional, smile”
-  “I felt welcom ed right away. When I checked in, staff made 
me feel welcom ed at the front desk”
Smooth check-in procedure
Greetings from staff (hello, how are you?)
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Table 13
Positive Emotional Incidents from Service Environment
Service Environment Incidents
Content
Excited
Happy
Interested
Relaxed
Secure
W elcomed
Room
-  Quiet; Beauty;
-  “The room was nice and quiet (away from noisy gambling 
floor)"
General atmosphere o f  the hotel (friendly)
Lights
Luxurious room 
M any people around
-  Different kinds o f  people; Beautiful women 
Atmosphere
The atmosphere o f  the hotel
The ambiance o f  the hotel and service
The theme o f the hotel “I love Italy and the Venetian theme”
The beauty o f the hotel
-  The beauty o f  the hotel; Architecture; Décor; Paintings; 
Ceilings; Art
W atching people (Good looking ladies)
Theme o f  the hotel— Venice 
Elegant atmosphere o f  the hotel 
Atmosphere o f the hotel 
Ambience o f the hotel
Colors and decor o f  the hotel— beautiful ceiling and painting 
Overall/general feeling 
Staff/employees seem to be happier 
Hospitality and very friendly atmosphere
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For the category o f  service environment (Table 13), ambiance o f  the hotel and 
room was listed on the top. Luxurious and elegant atmosphere o f  the hotel was 
mentioned often and so was general feeling o f security.
Table 14 presents incidents that come from successful service delivery. 
Respondents answered that the quality o f  service caused their positive emotions. 
Professional staffs and responsive and reliable services made quality service possible. 
Incidents not related to the components o f  a service, such as personal reasons and 
weather related, are listed in Table 15.
Table 14
Positive Emotional Incidents from Service Delivery and Others
Service Delivery Incidents
Content
Excited
Happy
Interested
Relaxed
Secure
W elcomed
Quality o f customer service (get things done, friendly) 
Consistency (I’ve been here before and the service was what I 
expected, service and room)
W e were treated wonderfully (special customer service)
Quality o f Service
People working here are nice and they get you anything you 
want
Quality o f customer service “professional”
Anything you need, you can call someone and they w ill bring it 
to you
“W e left our door open and a hotel staff person— walking down 
the hall told me that it shouldn’t be open and closed the door for 
us”
Customer service “quick, helpful, take care o f  everything, 
upgrade my room”
44
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Table 15
Incidents that have nothing to do with components o f  a service
Others: Personal Incidents
Content
Excited
Happy
Interested
Relaxed
Secure
W elcomed
Em with my family
Sitting out by the pool after three days o f the rain, just enjoy the 
sunshine
I like the city— Vegas itself
-  “Being here in Vegas and the hotel” “It’s the city where you 
are staying not what hotel you’re staying”
It’s first time here, so it’s exciting
Personal reasons “M y friend is getting m arried”
Vacation
Being away from home 
Location itself (Vegas)
Being aw ay from home and family vs. I ’m with m y family 
Beautiful w eather
I know nothing bad will happen. No reason not to be secure.
“I feel like they care that we are here and we are not a number to 
them. W e are part o f  family or group”
Negative Emotions
Descriptions o f negative emotions include angry, bored, depressed, disgusted, 
distressed, guilty, and sad. As mentioned before, respondents experience negative 
emotions less than they experienced positive emotions. The sample was taken in a luxury 
segment hotel, and the hotel was supposed to provide high quality services and 
environment. That m ay be one o f  the reasons why not many respondents experienced 
negative emotions during their stays.
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As with incidents related to positive emotions, incidents related to negative 
emotions were classified into the four components o f service. Table 16 summarizes the 
incidents that made respondents have negative feelings.
Among the answers, poor service and unfriendly staff were at the top on the list, 
which means that respondents experience negative emotions when they do not get what 
they are supposed to get (reservation messed up) and also when the attitude o f  hotel staff 
was rude. I f  the hotel did not deliver what it should deliver (e.g., housekeeping did not 
em pty trash buckets), respondents felt negatively (angry, depressed, distressed).
Table 16
Negative Emotional Incidents from Four Components o f Service and Others
Components o f 
service
Incidents
Physical Product 
Angry 
Bored
Service Environment 
Angry
Bored
Depressed
Disgusted
Room Condition (stain on the bed, broken things in the room) 
There is nothing to do (no amenities in the hotel), bad weather, 
location o f  the hotel)
Naughty atmosphere 
Noisy neighbors
I don’t enjoy atmosphere here (I’m here for business; not a 
gambler)
Environment o f  the hotel and room (old and dark hotel)
Cigarette Smoke
Prostitutes in the hotel
Too complex and inconvenient layout
Everything is too pricey
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Table 16 (Continued)
Negative Emotional Incidents from Four Components o f  Service and Others
Components o f Incidents
service
Service Environment
Guilty Spending so much money
-  “W hen you come to the this kind o f  hotel, you do spend a lot
o f  money,” “I ’m paying too much money on room and food—
average family cannot afford it”
The fake Italy theme
-  “It is not real, but fake, and hotel made fake things”
Sad W atching people
-  “W atching other people— drunken people” “Seeing people
losing a lot o f  money” “Sad about the city— gambling, bad
things happening here and girly pictures outside”
Service Product
Angry Unfriendly staff. Not smooth check-in procedure
Disgusted Rude staff. Not organized check-in procedure
Distressed Rude staff—don’t care about you
Service Delivery
Angry Reservation messed-up
Depressed Poor service
-  “Housekeeping didn’t do their job properly (didn’t empty
trash bucket),” “There were broken things, not been fixed”
Distressed Poor service
-  “I was treated very poorly” “I waited for 20 minute to get my
car at tbe valet,” “Bellman didn’t show up when check-out”
Sad Disappointing service— picked up wrong dry cleaning, I asked for
privacy, but they woke me up
Others: Personal Depressed, Sad, & Guilty—I’m not with my family
Bored—There is nothing to do (bad weather)
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Emotion: Surprise
W hen the study began, the emotion o f  surprise was expected to have a positive 
meaning. However, in the process o f  interviews, it was found that the emotion 
“surprised” could have either positive or negative meanings, or neither. The emotion o f 
surprise was unique and had to be separated from other emotions. Table 17 summarized 
incidents that made respondents feel surprised either positively or negatively, but 
sometimes it was just not explainable (neither positive nor negative, e.g., “I was surprised 
to see how busy the hotel is, but how not busy the casino is”).
Table 17
“Surprised” Emotional Incidents from Four Components o f Service and Others
Components o f  
service
Incidents
Physical Product Beauty o f  the hotel— architecture and décor” 
The size o f  the hotel 
Canal, gondola ride inside the hotel 
No chairs, there is no place to sit down
Service Product M ore security 
Very friendly service
Statue Show (People pretending to be statues)
Service Environment Smoky
Prostitutes in tbe botel
Service Delivery They didn’t change m y sheets and no informing for changing
room rate without informing
Supposed to be upgraded, but didn’t happen
Ordered room service, never showed up— poor operation
Others H aven’t been here for 10 years and how it’s been changed 
How busy the hotel is, but how not busy the casino is
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Incidents by Emotions 
W ithout categorizing incidents by components o f service, a simple category 
(similar answers respondents mentioned) for each emotion is summarized in Table 18. 
The top three most-mentioned incidents are included. All the incidents data are presented 
in Appendix as well.
Table 18
Three M ost-M entioned Incidents bv Emotions
Emotion Incidents Frequency
Angry Poor customer service (cold food, not taking care o f 
customers needs, long check-in line and not enough front 
desk people)
8
Reservation messed up 6
Unfriendly staff 4
Bored There is nothing to do (no amenities, activities in the hotel, 
bad weather, location o f  the hotel)
10
I don’t enjoy atmosphere here (I’m here for business; I ’m not 4
a gambler)
In the room before going to bed 2
Content Room “gorgeous, luxury, nice, outstanding, etc.”
-  Size (8); Comfortableness (4); Bed (3); Quiet (3); Beauty 
(2); Bathroom (2); Clean/neat (2); 3 TVs & 2 Bathrooms 
(I); Air-conditioning (1); Bathtub (1); View (I)
-  Every room is a suite. The room was nice and quiet 
(away from noisy gambling floor)/1 like the room setup.
I like the sitting area, and on the desk, fax and extra 
things, I can easily hook up the email, etc
42
Quality o f  customer service (overall: guest services, friendly) 11
Friendly helpful responsive staffs (housekeeping, check in) 10
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Table 18 (Continued)
Three M ost-M entioned Incidents bv Emotions
Emotion Incidents Frequency
Depressed Being away from home and family (V : 1 0 :2 ) 3
Poor service
-  “Housekeeping didn’t do their job properly (didn’t empty 
trash bucket)”, “Eight went out in bathroom, but never 
changed it” “There were broken things, not been fixed”
3
Environment o f the hotel/room “Old and dark hotel” 2
Disgusted Smelly, dirty room 9
Rude staff 3
Cigarette Smoke 3
Distressed Poor customer service
-  “I was treated very poorly at the Bellagio because I 
w asn’t a high roller”
5
Dirty room 2
Rude staff—don’t care about you 2
Excited Physical appearance o f the hotel
-  Physical appearance o f  the hotel (17); Size o f  the hotel 
(7); lights (3)
-  “Beautiful luxurious décor, ceilings, lobby, pictures, art, 
etc.”
27
Hotel facilities
-  Restaurants (5); Spa (3); Pool (2); Museum (2); Shows 
and entertainment (2); Gondola & Canal (2); Club (1); 
Shops (1)
16
The room
-  “Nice, luxurious, spacious, etc.’
14
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Table 18 (Continued)
Three Most-Mentioned Incidents by Emotions
Guilty Guilty for spending so much money (V:4 0 :1 )
-  “Em  paying too much money on room and food—  
average family cannot afford it,” “I paid a lot o f  money 
on m y room in Hawaii”
5
N ot being with kids/wife 2
-  “Em  here for m y business, not be with my wife”
The fake Italy theme 1
-  “It is not real, but fake, and hotel made fake things”
Happy Quality o f  Room “Bathroom, shower, nice, big, clean” 23
Good food 15
-  Restaurant (6) Eating experience (1) Drink (1)
Beauty o f  the hotel 13
-  Art (1) Layout (1) Décor (2) Architecture (2)
Interested Different aspects o f  the hotel
-  Different aspects o f  the hotel (2); M any things to do/ 
things to see/ places to go (8); Shops (10); M useum (6); 
Shows (4); Restaurants (4); Gondola (3); Pool (2); Gym 
(1); Gallery (1)
41
The beauty o f  the hotel 17
-  The beauty o f  the hotel (5); Architecture (4); Décor (3);
Paintings (3); Ceilings (1); Art (1)
W atching people (Good looking ladies) 6
Relaxed Room 39
-  The room itself (10); Size o f  the room (9); Quiet (4); Bed 
(4); Décor o f  the room (3); Just being in my room (2);
Bath (2); Comfortable (2); Nice linens (1); Nice 
temperature (1); Feeling secure (1)
Atmosphere o f  the hotel 8
Pool 6
51
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Table 18 (Continued)
Three M ost-Mentioned Incidents bv Emotions
Sad W atching people
-  “W atching other people— drunken people” “Seeing 
people losing a lot o f  m oney” “Sad about the city—  
gambling, bad things happening here and girly pictures 
outside”
3
I ’m not with m y family
-  “I’m away from home and this hotel is trying to force 
you to think everything w ill be fun. It is artificial fun” “I 
missed my children”
3
Disappointing service— picked up wrong dry cleaning 1
Secure Security check at the elevator 40
General Security (including M any securities; 10 + Security 
check at the front before parking and different locations: 2)
28
Overall/general feeling 6
Surprised How nice the hotel is
-  “nice & luxurious quality (10), beauty o f the hotel—  
architecture and décor(l 1)”
21
Room “more than expected— size and quality, nice view” 12
The size o f the hotel 8
Welcomed Staff “nice, pleasant, helpful, friendly, courteous, warm, 
polite, professional, smile”
-  “I felt welcomed right away. W hen I checked in, staff 
made me feel welcomed at the front desk”, “W e stay 
here twice a year and we are always welcomed when we 
walk into the front door— staff are always helpful and 
rooms are always ready”
54
Customer service “quick, helpful, take care o f everything, 
upgrade m y room”
13
Smooth check-in procedure 7
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Reliability and Validity
Reliability has to do with the accuracy and precision o f a measurement procedure 
and validity refers to the extent to which a test measures what research actually wish to 
measure (Cooper & Schindler, 2003, pp.231). Reliability and validity problems may arise 
as a result o f  the ambiguity o f  word meanings, category labels, and coding rules in a 
particular study.
In order to improve reliability o f  this study, an orientation for interviewers was 
held before the interview. Detailed interview guidelines were provided to the 
interviewers and they were trained to follow the directions. However, coding short 
survey and listening to the interview tapes were done by the principle investigator o f  this 
research alone. This might reduce reliability o f  the study.
In the regard o f  validity, there has not been found an effective tool to evaluate 
validity in qualitative researches. This study used open-ended interview questions to 
explore critical incidents that affected custom ers’ emotions, not wanted to measure 
emotions. Respondents were asked to answer the questions, not to choose the answer.
As a result, more than 600 answers were collected from respondents, however, whether 
or not the study proved its validity could not be answered in this case.
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CHAPTER 5
IM PEICATIONS AND CONCLUSIONS 
Introduction
From the previous chapters, the study has examined what critical incidents trigger 
custom ers’ emotions during their hotel stays. Interview results have shown that different 
emotions have different incidents that generate a custom er’s emotion. This chapter gives 
a summary o f  findings, implications, and limitations o f the study. Finally, suggestions 
for future research are discussed.
Summary o f Findings 
There were three initial main objectives in this study. They were (a) to identify 
emotions that customers experience more frequently or less frequently during their hotel 
stays; (b) to identify critical incidents that provide emotional experiences to customers; 
and (e) to investigate what management needs to do to create strong positive emotions 
while at the same time minimizing actions that cause negative emotions in their 
customers.
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Table 19
Summary: Frequency o f  Emotional Incidents that Customers Experience
Emotion Frequency
(experienced)
M ost mentioned incident
Positive
Content 83/98 Room (gorgeous, luxurious, outstanding)
Excited 62/98 Physical appearance o f the hotel (beautiful art, 
size o f  the hotel, décor)
Happy 76/98 Room (bathroom, shower, spaciousness)
Interested 66/98 Different aspects o f the hotel (many things to 
do)
Relaxed 71/98 Room (spaciousness, quiet)
Secure 86/98 Security check at the elevator
Welcomed 79/98 Staff (friendly, helpful, pleasant, warm, polite)
Total 523/686
(76.2%)
Negative
Angry 29/98 Poor customer service (cold food, not taking 
care o f  customer needs)
Bored 18/98 There is nothing to do (no activities, amenities 
in the hotel, bad weather)
Depressed 13/98 Poor service
Disgusted 25/98 Bad room condition (dirty, stains)
Distressed 14/98 Poor customer service (treated poorly)
Guilty 8 /98 Spending so much money in the hotel
Sad 8/98 I ’m not with m y family
Total 115/686
(16.8%)
Surprised 5 7 / 9 8
(58.2%)
How nice the hotel is (quality o f  the hotel)
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In regard to the first two objectives for the study, Table 19 provides the summary 
results o f  this study. The emotion that was m ost experienced by customers was secure 
(88%), and emotions that were least experienced by customers were guilty and sad (8.2% 
each). The results show that positive emotions are related to all four components o f 
service: physical product, service product, service environment, and service delivery 
pretty much equally. Especially spacious rooms, helpful friendly staff, the physical 
appearance o f  the hotel, and outstanding custom er service were mentioned frequently. 
However, negative emotional experience came from mostly service delivery. Failure o f  
service delivery (e.g., reservation messed up, bellm an didn’t show up at check out) 
definitely causes customers negative emotions.
The last objective o f  the study is discussed in the next section, implications.
Implications
The results o f  this study have im portant implications not only for researchers but 
also for hotel management. This study provides a framework for understanding the 
drivers (incidents) o f  emotions that customers experience during their hotel stays. Using 
the findings, it would be possible to discover if  there is relationship between satisfaction 
and emotions.
As the concept o f  emotion in m arketing is spreading through industries, it is 
important that hotels provide positive emotional experiences to customers. The 
information obtained in this study benefits the hotel industry in that they can offer and 
design services that maximize custom ers’ positive emotional experiences and at the same 
time minimize negative emotional experiences.
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The findings from the incidents that create custom ers’ negative emotions are also 
important to the hotel industry. Failure o f  service delivery was one o f  the main reasons 
w hy customers experienced negative emotions. Efforts to recover the failure have to be 
implemented in order to increase customer satisfaction.
Understanding these incidents would be extremely critical because the custom ers’ 
previous experiences lead to their next purchase decision. The findings in this study 
provide information about what incidents create positive emotions in customers and what 
incidents create negative emotions. I f  management fully understands the relationship 
between critical incidents and custom ers’ emotions, management can influence 
custom ers’ emotions. For example, now management knows that greetings and smiles 
create positive feeling in customers. M anagement may need to develop a training 
program for employees that provides a chance to improve greetings skills and smiles. 
This answers the last objective o f  the study. Some other things are discussed in the 
recommendation and future research section.
Eimitations
Four main limitations restrict any generalization that may be drawn from this 
research.
The first limitation is that the sample was selected only from the Venetian Resort. 
Obviously, luxury hotel customers stay at other hotels when traveling. Therefore, the 
sample is not representative o f  all luxury hotel customers.
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The second limitation is that there was no attempt made to count the non-response 
rate or to contact non-respondents. Clearly, it is important to understand how and if  non­
respondents differ from respondents in their em otional experiences.
The third limitation is that the selection o f  15 emotional words does not mean that 
they are most frequently experienced by customers. There was no basic theory behind 
the selection o f  emotional words; they were basically chosen only by frequency o f 
emotional words that were researched, mentioned, or measured in previous research in 
different kinds o f  areas (advertising, psychology, and marketing). There may be a lot 
more research that studied emotions, but in this study only some studies were reviewed. 
The generalization o f  the 15 emotional words m ay be questioned.
One last thing that has to be mentioned is that the city (Las Vegas) itself may 
create some emotions automatically. Its unique environment (e.g., gamble, shows, 
shopping, and gorgeous hotels and restaurants) m ay lead to custom ers’ emotions, such as 
excited, interested, and surprised.
Recommendation for Future Research
Based on the findings o f  this research, the following research possibilities are 
suggested.
First, future research should include other emotions that were not tested in this 
study. Also it should include other segments (economy, mid-price, and upscale) o f  hotel 
customers, but still segment separation is recommended. Emotions that are experienced 
and incidents that create custom ers’ emotions are expected to be different from segment
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to segment. In addition, this study may be able to extend to other industries, such as 
restaurants, airlines, and casinos.
Second, future research should explore what incidents are most or least critical for 
developing positive or negative emotions. As a result, management can develop tactics 
and strategies based on the importance o f  critical incidents.
Finally, as the study started with the question o f  what role emotion has in 
customer loyalty and customer satisfaction, future research should explore the 
relationship between the incidents and emotions, emotions and satisfaction, and emotions 
and loyalty as well. This study will provide a foundation to explore the relationships.
One might w ant to examine critical incidents and emotions that affect most or least when 
customers decide to return to the property. This study will help management to develop 
marketing strategies and tactics that satisfy custom ers’ emotional needs and wants, which 
m ay lead to custom er loyalty.
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APPENDIX A 
GUEST SURVEY INSTRUMENT
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QUESTIONNAIRE
SCRIPT
Good morning/afternoon, my name is and I’m a student
from University o f Nevada Las Vegas. W e are conducting research among hotel 
customers. W e are specifically interested in understanding some o f the different 
emotions you may have experienced during your stay at the Venetian Resort. This 
interview w ill be tape-recorded for the research purpose and it will take about 10 to 15 
minutes (Section A). After the interview, you will also be asked to fill a short survey 
questionnaire which will not take more than 3 minutes (Section B). There is no risk 
involved in this research, as you are free to exit interview at anytime. We appreciate your 
participation.
SECTION A. INTERVIEW
Q 1 : “Below is a list o f  different emotions that you may or may not have experienced
during your stay at the Venetian Resort. For each emotion, please indicate 
whether or not you experienced the emotion.”
Answer: experienced not experienced
1. Angry
2. Bored
3. Content
4. Guilty
5. Welcomed
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Emotions: 1) Angr\' 2) Bored 3 ) ( ’ontcnt 4) Guilty 5) Welcomed
Q: If emotions EXPERIENCED, ask
“Now, among those you experienced, I would like to ask you first about 
emotion "’(emotion) " . What specific incident lead to this
O ’ “ 1 low mati\  l imes did \ o u  e \pe i lenee  the emot ion /”
Q: i f  emotions NOT EXPERIENCED, ask
“I f em otion did not occur .it the Venetian. h a \e  you e \c r
expelleiieed this em otion while  staxing in a luxuix ‘ hotel?"
'‘ luxury hotel: 4 or 5-star hotel
Q; IfS 'E S. ask "What incident lead to emotion?’
If NO, please go to the next question
Q: For overall, are you satisfied w ith your experience at the Venetian?
A:
1 2 3 4 5 6 7
Not at all satisfied |-----------1-----------1----------1----------1-----------1-----------1 Very satisfied
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SEC TIO N  B The next questions, so that we can compare responses (Please check 
appropriate answers)
1. Gender: Male Female
2. Your Age:
3. On average, how many limes per year do you stay in a luxiirx hotel?
1 -4time\ 5-8 times 9 -12 times 13 times or More
4. How many nights is your average length o f  stay in a luxury hotel?
One Two Three Four Five or M ore
5 1 low main limes in the past fixe \ea is  ha\e vou \isited Las Vegas? WRi i LI N
6. How many times in the last 12 m onths have you visited Las Vegas? WRITE IN
7. What is the purpose o f  your trip to Las Vegas?
8. When you stay overnight in a hotel, which statement best describes your behavior? 
Please circle response.
a. The choice o f  hotels I stay in varies across chains and / or independent hotels 
depending on the city
b. W henever possible, I always try to stay with the same hotel chain. Name 
chain
“I  appreciate your time and participation in this research. 
Thank you again and have a great day!”
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APPENDIX B 
INFORMED CONSENT AND 
UNLV RESEARCH PROTOCOL
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University of Nevada, Las Vegas
Department of Hotel Adm inistration, W illiam F. Harrah College
_____________________ INFORMED CONSENT_____________________
TITLE OF STUDY: Applicability o f  D ifferent Emotional Constructs in the Hospitality
Industry
INVESTIGATOR/S: Suna Eee and Stowe Shoemaker, Ph.D.
PROTOCOL NUM BER: 0403-1183_______________________________________________
Purpose o f the Study
The purpose o f  this study is to identify critical incidents that lead to emotional responses 
in a hotel setting. The main objectives o f  this research are; 1) to identify emotions that 
customers experience during their hotel stays, 2) to identify critical incidents that provide 
emotional experiences to customers, and 3) to identify incidents that have to be prevented 
and incidents that have to be recom mended to the management
Participants
You are being asked to participate in the study since you are a customer o f  a hotel. 
Procedures
I f  you volunteer to participate in this study, you will be asked to do the following:
“What emotions, out o f  15 emotional words given, have you experienced during your 
hotel stays? And what incidents made you experience the emotion?” You w ill be asked 
answer 5 emotions and describe what incidents made you experience the emotion. It will 
take approximately 10 minutes and it w ill be tape recorded. After the interview, you will 
also be asked to fill a short survey questionnaire which will not take more than 3 minutes.
Benefits o f Participation
The data and analysis will provide better understanding about critical incidents that affect 
customers’ emotions and that might affect the custom ers’ future decision to where they 
will come back or not come back. There m ay be no direct benefits to you as a participant 
in this study. However, we hope to leam  the drivers o f  custom ers’ emotional states in a 
hotel setting.
Management will benefit from this study which w ill provide framework to understanding 
critical incidents that create positive/ negative emotions to its customers. M anagers will 
encourage employees to make positive environments that lead positive emotions o f 
customers; on the other hand, managers will try to remove incidents that give customers 
negative emotions. As a result, the hotel will provide better environment/ services to its 
customers. You, as a hotel customer, w ill experience better services in your next stay at a 
hotel.
Risks of Participation
I f  questions made you uncomfortable, that would be the maximum harm in this study. 
There are minimal risks, as participant free to exit interview at anytime.
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Cost /Com pensation
There will be no financial cost to you to participate in this study. The study will take 
about 10-15 minutes o f  your time. You will not be compensated for your time. The 
University o f  Nevada, Las Vegas may not provide compensation or free medical care for 
an unanticipated injury sustained as a result o f  participating in this research study.
Contact Information
I f  you have any questions or concerns about the study, you may contact at 895-1794 (for 
Stowe Shoemaker, the professor o f  this research). For questions regarding the rights o f 
research subjects, any complaints or comments regarding the m anner in which the study 
is being conducted you may contact the UNLV Office for the Protection o f Research 
Subjects at 895-2794.
Voluntary Participation
Your participation in this study is voluntary. You may refuse to participate in this study 
or in any part o f  this study. You may withdraw at any time without prejudice to your 
relations w ith the university. You are encouraged to ask questions about this study at the 
beginning or any time during the research study.
Confidentiality
All inform ation gathered in this study will be kept completely confidential. No reference 
will be made in written or oral materials that could link you to this study. All records 
will be stored in a locked facility at UNLV for at least 3 years after completion o f  the 
study.
Participant Consent:
I have read the above information and agree to participate in this study. I am at least 18 
years o f  age. A copy o f  this form has been given to me.
Signature o f  Participant Date
Participant Nam e (Please Print)
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Social/Behavioral IRE - Expedited Review 
Approval Notice
DATE: March 29 , 2004
TO: Stow e Shoemaker
H otel M anagement
FROM: Dr. M ichael Stitt, Chair.
U N LV  Social/Behavioral Sciences Institutional R eview  Board 
via the O ffice for the Protection o f  Research Subjects
RE: Protocol Title: Applicability o f Different Emotional Constructs in the Hospitality
Industry O PRS# 0403 - 1183
This memorandum is notification that the protocol for the project referenced above has m et the 
criteria for exem ption from full com m ittee review  by the UNLV Social/Behavioral Institutional 
R eview  Board (IRB) as indicated in  regulatory statues 45CFR 46.110 . The protocol has been  
submitted through the expedited review  process and has been approved.
The protocol is approved for a period o f  one year from the date o f  IRB review . Work on the project 
may proceed as soon as you receive written notification from OPRS.
Should the use o f  human subjects described in this protocol continue beyond March 17, 2005 , it 
w ould be necessary to request an extension 30  days before the expiration date. Should there be any 
change(s) to the protocol, it w ill be necessary to request such change in writing through the O ffice for 
the Protection o f  Research Subjects.
If you have questions or require any assistance, please contact the O ffice for the Protection o f  
Research Subjects at O PRSHum anSubjects@ ccm ail.nevada.edu or call 895-2794.
Office for the Protection of Research Subjects (OPRS)
4505 Maryland Parkway Box 451037
Las Vegas, NV 89154-1037
Office (702) 895-2794 Fax (702) 895-0805
Research Administration Building 104 M/S 1037 
Email: OPRSHumanSubJects@ccmail.nevada.edu 
Website: http://www.unlv.edu/Research/OPRS/ 
Directions: Campus Map #63
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APPENDIX C 
EM OTIONAL WORDS: PREVIOUS STUDIES
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Barsky/ Nash (2002) Edwardson (1997) Richins (1997)
Angry X X
Annoyed X
Anticipation X
Anxious X
Comfortable X
Content X X X
Curious X
Disappointed X
Discontent X
Eager X
Elegant X
Embarrassed X
Encourage X
Entertained X
Envy X
Excited X X X
Extravagant X
Fear X
Frustrated X
Grateful X
Guilty X
Happy X
Hit(or cool) X
Impatient X
Important X
Indignation X
Inspired X
Irritated X
Joyous X
Lonely X
Love X
Nervous X
Optimistic X
Pampered X
Patriotic
Peaceful X
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Powerless X
Practical X
Proud X
Respected X
Relaxed X X
Relief X X
Romantic X
Sad/Sorrow X
Satisfied X
Secure X
Shame X
Sophisticated X
Surprised X X
Trustworthy X
W armhearted X
W elcome X X
Worry X
Total 16 25 20
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APPENDIX D 
CRITICAL INCIDENT DATA BY EMOTIONS
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ANGRY
Incidents Frequency
Poor customer services (cold food, not taking care o f customers needs, 
long check-in line and not enough front desk people)
8
Reservation messed up 6
Unfriendly staffs 4
Jack-hammering (We hear jack hammering and no one told me about it 
when making reservation (he talked about lack o f communication))
3
Room condition (stain on the bed, dirty room) 2
W aited for a cap for 40 minutes 1
I booked through Expédia and I ’ve shorten m y trip, but I’m still paying 
for two nights that I am not going to be
1
The atmosphere o f the hotel is naughty 1
Noisy neighbors 1
False alarm went off 1
At the check-in, information not been processed properly, people not 
helping you properly— miscommunication
1
When I checked out they gave m y credit card receipt to the other guest 1
I saw a gum on the ground (in a bar) 1
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BORED
Incidents Frequency
There is nothing to do (no amenities, activities in the hotel, bad weather, 
location o f  the hotel)
10
I don’t enjoy atmosphere here (I’m here for business; I ’m not a gambler) 4
In the room before going to bed 2
I brought m y kids and it’s hard to find things that adults want to do and 
your kids want to do at that same time, so you end up wasting a lot o f 
time to make that decision
I
The hotel w asn’t elegant 1
I was bored because m y room didn’t have a view 1
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C O N T EN T
Incidents Frequency
Room “gorgeous, luxury, nice, outstanding, ect.” 42
-  Size (8); Comfortableness (4); Bed (3); Quiet(3); Beauty (2); 
Bathroom (2); Clean/neat (2); 3 TVs & 2 Bathrooms (1); Air- 
conditioning (I); Bathtub (1); View (1)
-  Every room is suite/1 like the room setup. I like the sitting area, and 
on the desk, fax and extra things, I can easily hook up the email, etc
Quality o f  customer services (overall: guest services, friendly) 11
Friendly helpful responsive staffs (house keeping, check in, bell desk) 10
Food (+restaurants:2) 9
Architecture/ décor (physical appearance, color, beauty) 8
Various Amenities 6
There are always things to do (2); Various Amenities (3); Good 
lounge bars (I); Shops (1); Room service (1)
I feel comfortable 4
General atmosphere o f  the hotel (friendly) 3
Smooth check-in procedure 3
Total experience 2
I feel at home 2
The hotel meets my expectation 2
Location o f the hotel 2
Consistency (I’ve been here before and the service was what I expected, 2
service and room)
W ater theme and gondola 1
Beautiful women 1
Security 1
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Swimming in the rain-pool 1
It’s a nice hotel and I’m  not even paying for it (my husband’s company is 
paying)
1
Sitting out by the pool after three days o f  the rain, ju st enjoy the sunshine 1
Size o f the pool 1
I’m with m y family I
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DEPRESSED
Incidents
Frequency
Being away from home and family (V :l 0 :2 ) 3
Poor services
-  “Housekeeping didn’t do their job properly (didn’t empty trash 
bucket)”, “Light went out in bathroom, but never changed it” 
“There were broken things, not been fixed”
3
Environment o f  the hotel/room “Old and dark hotel” 2
This morning, they informed me that they changed m y room rate 
yesterday without informing m e first, so I owe $600 instead o f  $300
I
I tried to park and the parking was mess (for 30 minutes) 1
In the bathroom, there was problem with shower (more like frustration) 1
I’m from Italy and they trying to redo Venice, fake Venice. Things are 
fake-plastics
1
Smokiness at the Treasure Island 1
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DISGUSTED
Incidents Frequency
Smelly, dirty room 9
Rude staffs 3
Cigarette Smokiness 3
Prostitutes in the hotel “2 Prostitutes approached m e in last 5 m inutes” 2
Check-in procedure- not organized 2
Bad services 2
W hen I checked in, the sink, there were three items needed to repair in 
the room, and they fixed those. However, when they fixed one o f  them, 
they left metal shavings all over the shower, which was not quite pleased
1
FD agents were chitchatting when the line was long 1
Too complex and inconvenient layout 1
Everything is too pricey 1
Other guests being rude to staffs 1
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DISTRESSED
Incidents Frequency
Poor custom er services
“I was treated very poorly at the Bellagio because I w asn’t a high roller”
5
Dirty room 2
Rude staffs -don’t care about you 2
I waited for 20 minute to get m y car at the valet 1
I tried to park and the parking was mess (for 30 minutes) 1
Location o f  the hotel 1
Bellman didn’t show up when check-out 1
W orking away from home 1
Robbery at Hyatt I
Too crowded pool 1
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EXCITED
Incidents Frequency
Physical appearance o f  the hotel
-  Physical appearance o f  the hotel(17); size o f  the hotel(7); lights (3)
-  “Beautiful luxurious décor, ceilings, lobby, pictures, art, etc.”
27
Hotel facilities
-  Restaurants (5); Spa (3); Pool (2); Museum (2); Shows and 
entertainment (2); Gondola & Carnal (2); Club (1); Shops (1)
16
The room “nice, luxurious, spacious, etc.’ 14
M any people around
-  D ifferent kinds o f people (4); Beautiful women(2)
6
I like the city-Vegas- itself
-  “Being here in Vegas/ the hotel” “It’s the city where you are 
staying not w hat hotel you staying”
5
M any things to do 4
Atmosphere 4
Personal reasons
-  W hen on vacation (2); M y friend is getting m arried(l)
3
I t’s first tim e here, so i t’s exciting 3
Seeing something new for the first time
-  “Seeing new wing (building) o f the hotel” “W hen you step into a 
new place”
2
Food 2
The fabulous experience 2
W e were treated wonderfully (special treatment customer service) 2
W alking around the casino floor and the sound 1
The staffs 1
TV in the suite at the M andalay bay is really nice 1
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G U ILTY
Incidents Frequency
Guilty for spending so much money (V:4 0 :1 )
-  “When you come to the this kind o f  hotel, you do spend a lot o f  
money”, “Lm  paying too much m oney on room and food- 
average family cannot afford it” , “I paid a lot o f money on m y 
room in Hawaii”
5
Not being with kids/wife
-  “I ’m here for m y business and not be able to bring my wife this 
time”
2
The Fake Italy theme
-  “It is not real, but fake, and hotel made fake things”
1
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H A PPY
Incident Frequency
Quality o f  Room “Bathroom, shower, nice, big, clean” 23
Good food
-  Restaurant (6) Eating experience (1) Drink (1)
15
Beauty o f  the hotel
-  Arts (1) Layout (1) Décor (2) Architecture (2)
13
Quality o f  Services 9
Vacation 8
Staffs “nice, pleasant, helpful, courteous, friendly” 7
The atmosphere o f  the hotel 6
W hole experience “The whole experience is interesting, fun. Everybody 
seems happy and having good time-I think it’s kind o f  infection”
4
Canal Shops 2
Performers (singers) 2
Being away from home 2
Hangout with m y friends and enjoying experience 2
More than expectation
-  “Different experience and everything is more than expected”
2
Shower 1
Cleanness o f the hotel 1
Nice meeting room 1
W hen people smile 1
Two TVs in the room 1
I ’m  here with my family I
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Seeing in the view from the room 1
The ambiance o f  the hotel and services 1
Just being here I
The theme o f the hotel “I love Italy and the Venetian theme” 1
I’m here on m y honeym oon and I love the room 1
The weather 1
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INTERESTED
Incidents Frequency
Different aspects o f  the hotel
-  Different aspects o f the hotel (2); M any things to do/ things to 
see/ places to go (8); Shops (10); M useum (6); Shows (4); 
Restaurants (4); Gondola (3); Pool (2); Gym (1); Gallery (1)
41
The beauty o f  the hotel
-  The beauty o f  the hotel (5); Architecture (4); Décor (3); Paintings 
(3); Ceilings (1); A r t( l )
17
W atching people (Good looking ladies) 6
Room (spacious, 2 TVs) 4
Theme o f the hotel- Venice 4
Being in a new place, new stores and new restaurants 4
Location itself (Vegas) 3
Anything and everything in this hotel 3
Size o f the hotel 3
Different amenities in the hotel and room 2
Great furniture, good tastes 1
Atmosphere o f  the hotel I
People working here is very nice and they get you anything you want 1
Interested in attending convention (security convention) 1
Elegant atmosphere (Bellagio) 1
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RELAXED
Incidents Frequency
Room
-  The room itself (10); Size o f  the room (9); Quite (4); Bed (4); 
Décor o f  the room (3); Just being in m y room (2); Bath (2); 
Comfortable (2); N ice linen (1); N ice temperature (1); Feeling 
secure (1)
39
Atmosphere o f  the hotel 8
Pool 6
Spa services -  professional and friendly 5
Being away from home and family 4
Quality o f  customer service “professional” 4
No pressure here “Tm on m y vacation” 4
Colors/ decor o f the hotel-beautiful ceiling and painting 3
I feel comfortable here (Sandals and open shirts) 3
Friendly staff 3
Ambience o f the hotel 2
Room services 2
Just being here 1
Being around good people and having enjoyable conversation 1
I have some free time here— I can read, watch TV. Lovely suites, 2 TVs I
It is a convenient place 1
Flowers all around the hotel 1
Lot to see and do and it’s sort o f  zone outing 1
At Bellagio, nice hot Jacuzzi 1
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Place like Tahiti 1
Good restaurant and food 1
I ’m with my family 1
Beautiful weather 1
9 2
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SAD
Incidents Frequency
Watching people
-  “W atching other people- drunken people” “Seeing people losing a 
lot o f  money” “Sad about the city-gambling, bad things 
happening here and girl pictures outside”
3
I ’m not w ith m y family
-  “I’m  away from home and this hotel is trying to force you to think 
everything will be fun. It is artificial fun” “I missed my children”
3
Disappointed services- picked up wrong dry clean, I asked for privacy, 
but they w aked me up
1
Another hotel, it doesn’t have things that this hotel-Venetian- has 1
Only when I leave 1
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SECU RE
Incidents Frequency
Security check at the elevator 40
General Security (including M any securities: 10 + Security check at the 
front before parking and different locations:!)
28
Overall/general feeling 6
In the room 5
No reason not to be secure. I know nothing bad is going to happen 3
Video cameras 3
The size o f  the hotel 3
M any people 2
Staffs/employees seem to be happier 1
I ’m a secure person 1
No bad looking guys walking around 1
I don’t have to leave Venetian to do anything 1
It is nice hotel, you don’t have to worry about it 1
I haven’t lost m oney yet 1
W e left our door open and someone-employee- walking down the hall 
told me that it shouldn’t be open and closed the door for us
1
Anything you need, you can call somebody and they will bring it to you 1
Door lock itself 1
(I’m secure enough to know that I ’m not stupid to spend all o f m y money 
on gambling and secure to know that I have enough money to do what I 
want to do here in Vegas #148)
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SURPRISED
Incidents Frequency
How nice the hotel is
-  “nice & luxurious quality(lO), beauty o f  the hotel-architecture 
and d é c o r( ll)”
21
Room “more than expected-size and quality, nice view” 12
The size o f  the hotel 8
Cannel, gondola ride inside the hotel 2
More securities 1
Very friendly services 1
Shuttle to a shopping center (Other hotel) 1
All the different things to do 1
Good food 1
H aven’t been here for 10 years and how it’s been changed 1
How many people here 1
Statue Show (Pretending statue but they were people) 1
You see a lot o f  people-other guests- that normally don’t see where you 
are from
1
Seeing what is actually here in Vegas I
How busy the hotel is, but how not busy the casino is 1
They didn’t change m y sheet and phone call for changing room rate 
without informing
1
I was surprised that the other tower is not as good as this tower 1
Smokiness 1
Supposed to be upgraded, but d idn’t happen. 1
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Cleaning people knocked on the door this morning 1
The room door was dirty-outside, the stain on the seat in front o f  the bed 
and there are wallpapers coming down in the restroom-lifted up
1
They got me under wrong name 1
I heard a girl upset this morning and swearing real loud 1
No chairs, there is no place to sit down 1
Prostitutes in the hotel 1
I just bought a bottle o f  water and it was like $3 1
Ordered room services, never showed up—poor operation 1
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W E L C O M E D
Incidents Frequency
Staffs “nice, pleasant, helpful, friendly, courteous, warm, polite, 
professional, smile”
-  “I felt welcom ed right away. W hen I checked in, staffs made me 
feel welcom ed at the front desk”
-  “W e stay here twice a year and we are always welcomed when we 
walk into the front door and we never had a bad experience- staffs 
are always helpful and rooms are always ready”
54
Customer service
-  “quick, helpful, take care o f everything, upgrade my room”
13
Smooth check-in procedure 7
Greetings from staffs (hello, how are you?) 6
Hospitality and very friendly atmosphere 3
Room (roomy & spacious) 1
Securities (but it’s kind o f  frustrating sometimes) 1
They know what they are doing and they want you to feel good
-  “I feel like they care that we are here and we are not a number to 
them. W e are part o f family or group”
1
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